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Abstract 

 

Even though the fashion consumption of men has increased there are differences in 

consumption in relation to women. Men’s consumer behaviour becomes more similar to 

women’s consumer behaviour, which is an important moment in men’s fashion. The literature 

review is based on fashion and consumer behaviour. In this thesis consumer behaviour is 

concerned with subcultures such as male consumers, Sweden and the Generation Y. The 

consumers of the Generation Y consume differently compared to former generations and it is 

the most consumption orientated generation. A qualitative research was conducted to 

understand how men of the Generation Y consume fashion. In-depth interviews with eight 

Swedish men of the Generation Y were directed to understand what is important to them when 

consuming fashion. Further, the purpose was to find out what Swedish men want to express 

through their clothing, what influences them concerning their consumption decisions and why 

men think that they consume fashion differently than women. It was found out that their 

purchasing decisions are based on a combination of the fit, price and quality of the garment. 

Additionally, self-expression through clothing is important for the respondents. The pressure in 

the Swedish society to fit in has also an influence on their decisions. Regarding consumption 

differences between men and women the participants think that the price gap is the most 

important factor. 
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1. Introduction 
 

The first chapter introduces the background about the chosen topic and presents the former 

research within this field. Further, the problem of the research and the research gap are 

discussed. Finally, this chapter describes the purpose of this thesis, presents a specific research 

question with three sub-questions and outlines the delimitations of this study. 

 

 

1.1 Background 

 

“Men buy, Women Shop”, according to the title of a study on gender behaviour conducted by 

the Verde Group (2007). The study determines that gender differences in consumer behaviour 

are significant, and that they are even greater when understood in conjunction with age (Verde 

Group, 2007). There is a difference in consumption expenses between the genders, reflected in 

the total revenues in 2014 for menswear which were subordinate with $127.3bn compared to 

$218.8bn in womenswear (Euromonitor International, 2015). However, the sales in menswear 

shows a tendency to grow, according to Euromonitor International (2015) the European 

menswear market in 2014 had a higher growth than the market for womenswear. The apparel 

market for women had a compound annual growth rate of 0.1% and the apparel market for men 

a compound annual growth rate of 0.5% between 2010 and 2014. 

This tendency of growth is even stronger in Sweden, as the annual report of Euromonitor 

International (2017) shows, the value of sales of menswear in Sweden grew by 3 % in 2016. A 

reason for the growth is the continued increasing interest among Swedish men in fashion and 

their own physical appearance. The relatively good state of the Swedish economy and the 

increased disposable income also helped to increase the demand for menswear in 2016. 

Menswear in Sweden is expected to continue to increase at a higher rate than womenswear 

during the next years (Euromonitor International, 2017). However, even if the consumption of 

menswear has increased, the total revenue of womenswear is still higher (Euromonitor 

International, 2015; Fashion United, 2015). 

According to Underhill (1999) there is a conventional wisdom that men do not like to shop and 

consequently do not shop as much as women. Smith (2016) states, that men long time preferred 

quick and targeted shopping trips. However, the consuming behaviour of men regarding fashion 

has changed. At least for the past, fashion is seen as “feminine” or “not masculine” and as a 

consequence not connected to men (Edwards, 2016). Nevertheless, Otnes and Mcgrath (2001) 

state that shopping for fashion is no longer seen as a female prerogative and that this improves 

the self-esteem, self-expression as well as confidence of men. Men nowadays buy clothes on 

impulse, scan websites for style ideas, try new brands and orient themselves on trends (Smith, 

2016). There is a shift in men’s shopping behaviour, they shop more like women do, which is 

according to Smith (2016) an important moment in men’s fashion. 

Fromm (2013) states that consumers of the Generation Y, the generation which is grown up 

around the millennium consume differently compared to former generations. Bucuta (2015) 

defines the Generation Y as the group of people who is born between 1980 and 2000. The 
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Generation Y, the Digital Natives is the first generation which is raised with the internet, they 

are used to technology and new devices that empower the consumer. According to Wuest et al. 

(2008) it is the most consumption-oriented generation and Solomon and Rabolt (2009) state 

that they are more interested in brands, fashion and style compared to older generations. 

 

 

1.2 Former research 

 

The continuous gap between men and women in their consuming behaviour has attracted the 

attention of researchers. When studying men’s consuming behaviour researchers have focused, 

for example on gay clothing styles (Dodd et al., 2005), men’s feelings about their bodies 

influencing their clothing habits (Frith and Gleeson, 2004), masculine identity construction 

through clothing (Rinallo, 2007), the influence of social and economic changes on male 

consuming behaviour (Galilee, 2002) or fashion consumption by divorced men (Moore et al., 

2001). Van der Laan and Velthuis (2016) conducted a qualitative wardrobe study to investigate 

how Dutch men dress themselves. The study shows how everyday clothing selection is co-

determined by a wide range of material and functional aspects, rather than individual 

expressiveness. The respondents express the feeling to rather dress in an authentic than a unique 

way, to avoid undesirable attention (Laan and Velthuis, 2016). Some of the studies about men’s 

clothing behaviour focus on men’s desire to support their masculinity through clothes. As an 

example the study conducted by Frith and Gleeson (2004) explores whether English men’s 

subjective feelings about their bodies influence their clothing practices. The results show that 

men have a lack of concern about their appearance and rather think of the practicality of their 

clothing choices. However, the findings show how men are using clothes to conceal or reveal 

the body (Frith and Gleeson, 2004). Rinallo (2007) analyses the building of masculine identity 

through everyday consumption among male consumers living in Italy (Rinallo, 2007). The 

research by Galilee (2002) focuses on how the economic and social changes are affecting young 

English middle-class men in their consumption, work, friendship and leisure. The study 

supports the idea of a masculinization of consumption and also, the rather cautious than 

spontaneous buying behaviour. Galilee’s findings further reveal that English men’s purchasing 

behaviour is mostly based on quality, price, practicality and conformity (Galilee, 2002). 

 

 

1.3 Research gap and problem description 

 

As the presentation of the former research displays, research about men’s consuming behaviour 

in the past has rather focused on investigating individuality and masculinity expression of men 

through their clothing choices. These studies are investigating men’s desire to look more 

masculine and what men in general want to show through their appearance. Further, the studies 

are focused on men in particular countries or particular groups in the society, for example 

divorced men.  

Since the Generation Y consumes differently than former Generations and is being considered 

as strongly influenced by technology and the internet (Fromm, 2013), it is highly relevant to 
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gain a deeper insight in their consumption behaviour. Further, men’s fashion consuming 

behaviour is not as much investigated as women’s consumer behaviour and therefore it is 

sufficient to interrogate men’s consumer behaviour more deeply. Additionally, Sweden is seen 

as a small fashion centre and people are considered as fashionable and conscious about fashion 

and fashion brand (Skov, 2010), consequently it is adequate to choose Sweden to investigate 

the fashion consumption of men of the Generation Y. 

There is a lack of information of what is important for men of the Generation Y in Sweden 

while consuming fashion, the influences on their consumption decisions and what they want to 

express through their clothing. Further, there is a shortcoming about men’s own thoughts on 

why men consume fashion differently than women. There is a research gap in providing a 

deeper understanding of what is important for Swedish men of the Generation Y regarding their 

fashion consumption behaviour. 

 

 

1.4 Research purpose 

 

Since there is a lack in research about consumer behaviour of Swedish men of the Generation 

Y, the purpose of this research is to investigate what is important to Swedish men of the 

Generation Y when consuming fashion. Further, it is interrogated what men want to express 

through their clothing choices. Additionally, the influences on men’s consumption decisions 

are studied, and finally, it is investigated why men think that they consume fashion differently 

in comparison to women.  

 

 

1.5 Research questions 

 

The purpose of this thesis leads to the following research question and as well as three sub-

questions which enables to examine the topic more deeply: 

 

Research Question:  

What is important for Swedish men of the Generation Y when consuming fashion? 

 

Sub-question 1:  

What do Swedish men want to express through their clothing? 

 

Sub-question 2:  

What influences men concerning their consumption decisions? 

 

Sub-question 3:  

Why do men think that they consume fashion differently compared to women? 
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1.6 Delimitations 

 

The study is narrowed down by focusing on the consumer behaviour of Swedish men of the 

Generation Y. The study investigates Swedish males while consuming fashion, what influences 

them and also, what they want to express through their clothing choices. Even though, the third 

sub-question in this research indicates to study consuming differences between men and 

women, the authors’ aim is to investigate the matter from the participants’ point of view. The 

study is not focusing on women’s consuming behaviour, therefore it cannot be drawn a general 

conclusion why men and women purchase differently. Since, this study investigates men’s 

consuming behaviour in clothing, the study is focusing on apparel and fashion products. 

Furthermore, this study was limited by a timeframe of ten weeks, which indicates the necessity 

to narrow it down and focus on Swedish men and the Generation Y. 
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2. Literature Review 

 

The following literature review will cover and explain certain relevant terms for this research. 

It is divided into two main chapters which are fashion and consumer behaviour. Chapter 2.1 

explains the term and meanings of fashion as well as a brief history of men’s fashion. Chapter 

2.2 focuses on consumer behaviour including different subcultures in consumer behaviour such 

as nationality, age which contains Generation Y and gender. The chapter about gender as a 

subculture includes gender differences in consumer behaviour and male consumer behaviour. 

 

 

2.1 Fashion 

 

The term fashion has several meanings. In a broader sense it refers to a change of processes that 

occurs when many people at the same time do the same thing (Skov, 2010). According to 

Simmel (1957) there are two strong social forces, which is on one hand the need to stand out 

and on the other hand the need to fit in. Fashion reflects the society and culture as well as how 

people define themselves (Solomon and Rabolt, 2009).  In a more narrowed sense fashion 

relates to women’s dress, and to a lower degree to men’s dress, especially to clothing and 

accessories which change regularly. Nowadays, it is increasingly common to characterise all 

types of clothing as fashion since they undergo changes in style and form (Skov, 2010). 

Hollander (1995) describes fashion as what everybody chooses to wear in the morning to do 

every day’s business. Most people’s clothing is based on the conscious desire not to look 

fashionable, but to look right (Hollander, 1995). According to Skov (2010) this choice is 

influenced by practical constraints such as weather, social occasion and availability. Hollander 

(1993) states that “Cloth is apparently something basic to civilization” (p. 1) However, “beyond 

this [...] is the visual appeal in the behaviour of any cloth while it is being used” (Hollander, 

p.1). Clothing is one of the most visible forms of consumption, and also one of the most visible 

markers of social status and gender. In previous centuries, a person's occupation, regional 

identity, religion and social class could be identified through it (Crane, 2000).  Finkelstein 

(1991) states that fashion is an attribute to create and display a self-image, it helps to divide 

genders and also social classes. It can help to validate and establish a person’s self-identity 

(Solomon and Rabolt, 2009). Clothing is a form of communication, through which people 

communicate things about themselves, which typically categorizes them into some structured 

status level and lifestyle pattern (Maynard, 2004; Davis, 1992). A greater diversity in trends 

allows to have multiple identities, just with a different outfit and change of venue the person 

can easily transform into a slightly different one (Finkelstein, 1991). 

 

According to Solomon and Rabolt (2009) fashion refers to a style that is accepted by a large 

group of people at a particular time. However, the terms fashion and style have a different 

meaning. In apparel, a style is a special combination of attributes which differentiates it from 

others in its category. New Styles are created and styles can be adapted, every now and then a 

style can become fashion if it is accepted by enough consumers (Solomon and Rabolt, 2009).  
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Even if, the durability of a particular style is varying, it can range from a month to a century, 

fashions are likely to flow in a predictable sequence. The fashion life cycle consists of the 

introduction, acceptance, culmination and decline of the acceptance of a certain style. In the 

introduction stage, the new apparel has been presented to a small group of fashion enthusiasts, 

who will help it to get known. During the acceptance stage, a large segment of the population 

starts to try the new style which increases its social visibility. In the regression stage, the style 

reaches a state of social saturation. At some point customers get tired of it and start to look 

forward to newer styles. The former style eventually ends up in the discount corner at a retail 

store (Solomon, 2010). 

 

 

1.Innovation       2. Rise      3. Acceleration    4.General          5. Decline        6. Obsolescence 

          Acceptance                

 
 

            Introduction Stages          Acceptance Stages           Regression Stages 

     

            

      Figure 1: Fashion Life Cycle (Solomon, 2011) 

 

 

2.1.1 The history of men’s fashion 

 

The male clothing of the elite was as extravagant as the females from the mid-fourteenth century 

until the late 18th and early 19th centuries, until The Great Masculine Renunciation, which 

influenced men to abandon embellishment and exclusiveness for a sober, plain costume to leave 

vanity to women and be unconcerned with their appearance. According to McNeil and 

Karaminas (2009) as well as Shannon (2006) fashionable lacy cuffs and collars, powdered wig 

and rouged faces, delicate stockings and slippers became distasteful. Flügel (1934) states that 

after the first years of the nineteenth century, women’s clothes became as marks of contrast for 

the male household in which they lived. He further argues, that men in the 19th century needed 

to be either dressed correctly or in good taste, all originality or beauty in clothing being left for 

women. Additionally, Flügel (1930) states that The Great Masculine Renunciation worked to 

minimize the desire of men to look extravagant, luxurious and attractive through their clothing, 

instead men found alternatives for showing off, as example through sports and their possession. 
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However, men continued to express a desire for personal expression or self-display through 

their clothing choices. This is supported by the fact that the 19th century’s fashion record 

reveals several popular trends and ever-changing styles for men (Shannon, 2006). Therefore, 

the belief of The Great Masculine Renunciation that from this time cut and fit became more 

important than beauty of men’s dress, hides a more complex reality (Wilson, 2003). It can also 

be supported by the new fashion phenomena among men which appeared in the late 18th and 

the early 19th century called dandyism. Garelick (1998) explains it as a performance of a highly 

fashionable, constructed social icon. Dandies cared to be seen and admired for their tasteful 

style by both, women and men. Further, dandies paid a lot of attention into details of their 

clothes and accessories, their purpose was to create attention with their elegant and minimalistic 

way of clothing and to not attract undesirable attention (Garelick, 1998; Vainshtein, 2009). 

They followed the phenomenon: “To be well dressed, one should never be noticed” (Vainshtein, 

2009, p. 96). 

 

In the second half of the 19th century dandies received competition through a new stereotype 

called “Masher”. According to Kunzle (2004) both, mashers and dandies were male caricatures, 

who enjoyed attention through their flashy style of clothes and superior behaviour. Mashers 

were described as a large class of very young, soulless, snobbish and altogether very stupid and 

would-be smart examples of manhood (Kunzle, 2004). The difference between dandies and 

mashers was that dandies were from the upper-class and mashers were from the middle- and 

working-class. The dandy has gained the respect from the middle-class, however the elite saw 

mashers as the ones who tried to affect the upper-class through clothing and other manners but 

resulted in lowering their own image and reputation instead (Cook, 2008). Cook (2008) states 

that while dandies’ way of dressing was an expression of their nature, the mashers were focused 

on gaining women’s attention through their appearance. Shannon (2016) states that the masher 

was a dandy for the middle-class, who was consuming mass-produced, ready-made clothing. 

Due to the wish to live like the upper-class, mashers started to leave behind the middle-class 

values of working hard, being economically modest and following adult responsibilities 

(Shannon, 2016). Shannon (2016) further states that mashers tended to live an “easy-going life-

style”, enjoying the spare time, sleeping during the day and partying at night. Mashers were 

affecting the separations between classes, which were before clearly divided by residence, 

education and occupation but also by the quality, fit and fashion ability of the clothing. Mass 

production and department stores were offering cheap knockoffs for the middle-class to imitate 

the elite. Yet, there still remained a belief that a person’s status, profession and nature were 

written on the body, which could not be imitated and difference between classes were still 

noticeable (Shannon, 2016). 

 

Among these historical stereotypes, there have also appeared several new terms of men’s 

fashion and consumption forms in the 21th century. As one of the examples “metrosexuality” 

by the cultural critic Mark Simpson. According to Coad (2008) metrosexual men can be 

compared to dandies, who share the same fundamental characteristics such as vanity and 

narcissism and also tend to live an extravagant lifestyle. These men are not only conscious about 

their body, but also brand loyal and imitating masculine identities through particular clothes, 
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beauty products, and body services (Coad, 2008). Beside metrosexual men, two opposite 

characteristics called “retrosexual” and “übersexual” men appeared, which both indicate a 

return to “real masculinity” (Barber, 2016). Barber (2016) describes the übersexual as an old-

fashioned man with masculine values and retrosexual a man who refuses to take care of himself 

as metrosexuals did. According to Aaker and McLoughlin (2010) retrosexual men are 

considered as real and traditional males, who tend to like football, reject feminism, be nostalgic 

for the way things were, prefer below-casual clothing and do appreciate beauty products. 

 

 

2.2 Consumer Behaviour 

 

Consumer behaviour can be defined as the behaviour that consumers show regarding to 

searching for, purchasing, using, disposing and evaluating products and services which they 

expect to satisfy their needs. It focuses on how individuals decide to spend their available 

resources, which can be for example time, money and effort on consumption-related items 

(Schiffman et al., 2012). The term consumer behaviour describes different types of consumers. 

In this thesis the personal consumer who consumes goods for the final use by individuals is 

investigated. Private consumers are referred to as end-users or ultimate consumers (Schiffman 

et al., 2012). 

 

2.2.1 Culture and Subculture in Consumer Behaviour 

 

Solomon (2010) states that, ”we simply can’t understand consumption unless we consider its 

cultural context” (p. 568). The anthropologist Clifford Geertz views culture as a set of control 

mechanisms such as plans, recipes, rules, instructions for governing of behaviour. People are 

dependent upon the control mechanism of culture for ordering their behaviour (Schiffman et al. 

2012). In line with this Hofstede defines culture as “the collective mental programming of the 

people in an environment. Culture is not a characteristic of individuals, it encompasses a 

number of people who were conditioned by the same education and life experience” (Hofstede, 

1980, p. 43). 

 

Members of a specific subculture maintain beliefs, values and customs that set them apart from 

other members of the same society (Schiffman et al., 2012; Solomon, 2010). Additionally, they 

adhere to most of the dominant cultural beliefs, values and behavioural patterns of the larger 

society (Schiffman et al., 2012).  Schiffman et al. (2012) defines subculture “as a distinct 

cultural group that exists as an identifiable segment within a larger, more complex society” (p. 

352). Subcultures could be for example nationality, geographic region, age, gender, occupation, 

social class, just to name a few. However, any group that shares common beliefs and customs 

may be classified as a subculture. All consumers are simultaneously members of more than one 

subcultural segment (Schiffman et al., 2012). 

This thesis analyzes customers who are members in a subculture defined through their 

nationality, gender and age. Gender and age are two of the most basic ways in which to segment 

consumers in fashion markets (Jackson and Shaw, 2009). Lantos (2015) sees nationality as one 

of the most common subcultural basis for subcultural segmentation. 
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2.2.1.1 Nationality as a Subculture in Consumer Behaviour  

 

According to Schiffman et al. (2012) nationality is an important subcultural reference that 

guides what people value and consume. 

According to Skov (2010) people in Sweden dress quite informally, but with orientation on 

international trends. There has also been a considerable development in designer fashion in 

Nordic countries since the 1990s. Especially in Sweden with designer brands such as Filippa 

K, Ann-Sofie Back, Acne or Tiger of Sweden. These designer brands have a strong base 

especially in Sweden and some export, primary to Nordic countries. Further, the Nordic capitals 

have considered themselves as small fashion centres, with fashion weeks and governmental 

support (Skov, 2010). 

According to Euromonitor International (2017) the total amount of spending on apparel and 

foot wear increased in Sweden in 2016. The increased sales come from growth of premium 

products. Due to the trends emphasis on “well-dressed preppy styles” the sales in this section 

increased. In Sweden small specialized brands and retailers emerged rapidly in 2016. This 

includes brands specialized in particular products, e. g. the Swedish company Happy Socks 

which is specialized in fashionable socks (Happy Socks AB, 2017). 

According to Euromonitor International (2017) Swedes are fashion conscious and tend to try 

new brands and consequently being interested in small niche brands which focus on a limited 

area. 

2.2.1.2 Age as a Subculture in Consumer Behaviour  

Age is a big part of consumer identity and therefore a suitable way to segment consumers 

(Jackson and Shaw, 2009; Solomon, 2010). When everything else is equal, consumers tend to 

have more things in common with others of their age (Solomon, 2010). 

An age cohort consists of people of similar ages with similar experiences. Including the share 

of common memories about cultural heroes, important historical events, etc.  However, the 

terms and cut-off dates used to put consumers into generational categories are subjective. 

Anyhow, there is a general consensus how to divide people into age cohorts (Solomon, 2010). 

 

The Generation Y is the group of people born between 1980 and 2000 (Bucuta, 2015). Other 

authors, such as Hughes et al. (2014) define them as the age group born between 1983 and 1996 

or Yarrow and O’Donnell (2009) as the group of people born between 1978 and 2000. However, 

most authors agree that they are the age group which grew up around or shortly after the turn 

of the millennium (Hughes et al., 2014). Other terms for the Generation Y are Millennials or 

Digital Natives. Generation Y is seen in the literature as a highly complex construct. Although 

literature provides numerous studies and discussions regarding this generation, the specific 

behaviours and characteristics have never been completely delineated (Dawn and Powers, 

2013). Yarrow and O’Donnell argue about motivations and behaviours of Generation Y 

members and point out the two most important influences on them, which are their “adoring” 

parents, who love, respect and support them as well as technology (Yarrow and O’Donnell, 

2009). Parents of Generation Y members have a heavy emphasis on self-esteem and praise 
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rather than blame (Hughes et al., 2014). Generation Y members, the Digital Natives are strongly 

influenced by technology and the internet (Valentine and Powers, 2013). The term Digital 

Natives, was introduced by Prensky (2001) since he found them to be “native speakers” of the 

digital language of computers and the internet. According to Prensky (2001) they are distinct 

from previous generations. There had been a sharp generational step and this led to significant 

changes (Prensky, 2001). In contrast to former generations, Digital Natives have been used to 

the digital language as long as they remember. Millennials do not necessarily differentiate 

between the online and offline world (Fromm, 2013).  

Most authors agree on the aspect the major event around which the Generation Y is born and 

educated is the technological revolution and the rise of the Internet and mobile devices (Gurau, 

2012). 

 

According to Fromm (2013) consumers of the Generation Y consume differently than former 

generations, he refers to them as the participation economy, since they want to actively 

participate, co-create and be included as partners in the fashion brands they love. Consumers of 

the Generation Y are encouraged to hold back with critiques, instead they are encouraged to 

vocal about their opinions. They are setting trends rather than following them (Fromm, 2013). 

The desire to have a voice comes from the fact that Millennials are Digital Native, which are 

used to technology and new devices that empower the consumer. Even if other generations 

spend roughly the same amount of time online, the Generation Y is more likely to use the 

internet to broadcast their thoughts and experiences, and to contribute user-generated content 

(Fromm, 2013; Solomon, 2010). According to Bucuta (2015) the Generation Y is becoming 

one of the most powerful consumer segments in history, which makes it important to understand 

their specific traits, values, attitudes, lifestyles and buying behaviour. They tend to be more 

“savvy” than older generations, and therefore the communication of companies and brands has 

to be authentic (Solomon, 2010). 

Generation Y is seen as a generation with strong aggregate spending (Ciu et al., 2003) and it is 

the most consumption-oriented generation (Wuest et al., 2008). Further, they spend more freely 

than former generations and they are more interested in brands, fashion and style (Solomon and 

Rabolt, 2009). For Generation Y shopping and entertainment are connected to each other 

(Wuest et al., 2008). According to Fishman (2006) the Generation Y is brand loyal and brand 

names mean a certain quality and recognition by their peers to them.  

 

 

2.2.1.3 Gender as a Subculture in Consumer Behaviour 

 

Since gender roles are an important cultural component, they can be examined as a subcultural 

category. Societies are likely to assign certain traits and roles to males and others to females 

(Schiffman et al., 2012). Putrevu (2004) found out that men and women exhibit different 

reactions to identical advertisement and consequently men and women should be advertised 

differently. Jackson and Shaw (2009) state, that women in general spend more money on clothes 

than men. In some countries, women are the major purchasers of men’s clothing and 

consequently deciding what men wear. Women buy a large portion of men’s shirt and tie 

market, however today they have less influence on major garment purchases such as suits 
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(Jackson and Shaw, 2009). Underhill (1999) states that “shopping is still and always will be 

meant mostly for females. Shopping is female” (p. 122). 

 

In today’s clothing stores the most fundamental distinction is the one between the men’s and 

the women’s section (Ostberg, 2012). Research shows that consumption plays an important role 

in constructing, maintaining and making comprehensible human identity, which includes 

gender identity. Otnes and McGrath (2001) state that describing shopping as a gendered activity 

is too simple and that there is only little understanding of the perceptions and realities of male 

shopping behaviour. However, most research in consuming behaviour focuses on female issues. 

During the past years many studies have investigated the impact of consumerism on women 

and femininity, leaving men’s experiences with consumption relatively unexplored (Ostberg, 

2012). Van der Laan and Velthuis argue that most schools have focused on women’s clothing 

behaviour. When men’s clothing behaviour has been studied, it has been in the context of gay 

clothing styles (Dodd et al., 2005), fitting problems for elderly men (Hogge et al., 1988) or as 

part of erratic subjects such as fashion consumption by divorced men (Moore et al., 2001). One 

rationale for less research on male dress and clothing practices is that men are less interested in 

clothing (Minshall, Winakor, & Swinney, 1982; Solomon and Schloper, 1982), spend less 

money on clothing (Crane, 2000) and are less involved in shopping for clothes/fashion (Peters, 

1989). Craik (1994) states that men dress for fit and comfort rather than style and further, that 

women buy clothes for men. However, the strong expansion of menswear since the 1980s and 

the introduction of male fashion magazines enable men to relate to fashion in new ways (Frith 

and Gleeson, 2004). According to Strähle and Hauk (2017) important buying criteria for fashion 

are fitting, quality and the visual appearance of the garment. Further, price and criteria of 

sustainability such as fair trade and the environmental impact are relevant (Strähle and Hauk, 

2017). 

 

Purchasing decisions of consumers are often motivated by their desire to be in fashion (Solomon 

et al., 2010). Ostberg (2012) states, that male consumers, especially in young age groups must 

negotiate conflicting roles in their everyday consumption to construct an appropriately suave 

male consumer identity. Frith and Gleeson (2004) state that men deliberately and strategically 

use clothing to meet cultural ideals of masculinity. Masculinity can be described as the socially 

constructed way to be a man (Halberstam, 1998). Other scholars see masculinity as a 

presentation (Goffman, 1971) whereas men are actors following a script how to be a man (Otnes 

and Tuncay Zayer 2012). The tension between different consumer roles are putting men under 

stress (Ostberg, 2012). Tuncay (2005) states that heterosexual male consumers need to find a 

balance between conforming to gender roles while still expressing individuality and between 

caring too much about appearance. Rinallo (2007) has a similar argument and states that there 

is a “safe zone” between the opposites of effeminacy and sloppiness where heterosexual men 

can safely experiment with consumption activities and objects. Further, on both sides of the 

“safe zone” is a “danger zone” whereas if a man shows no care of himself, he will experience 

negative social consequences and if a man cares too much about his appearance, he will be seen 

as effeminate (Rinallo, 2007). Van der Laan and Velthuis (2016) found out in their study about 

how Dutch men dress themselves, that they use fashion to construct coherent and authentic 

identities. They want to express through their dress who they think they are. Further, for most 
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of them clothing is a negative act: they try to avoid getting attention through their dress. This is 

coherent to Rinallo (2007) that men choose a “safe zone” regarding their fashion choices. Frith 

and Gleeson (2004) state that men deliberately and strategically use clothing to meet cultural 

ideals of masculinity.  

According to Ostberg (2012) there are no universal principles guiding how men approach 

fashion. In fact, there are different ideas of how men should behave concerning fashion and 

style, however these ideas do not reflect the human or masculine nature. Since The Great 

Masculine Renunciation, the idea that men are naturally disintegrated in appearance has been 

dominant (Ostberg, 2012; Bourke, 1996). 
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3. Theory 
 

This chapter presents parts of the literature review which are used as a theory in this thesis to 

be linked with the findings of the study to be able to answer the research question and sub-

questions. The theory is categorized in four main parts which are consumption criteria and their 

influences, expression through clothing, men’s approaches to fashion and men’s versus 

women’s consumer behaviour. 

 

 

3.1 Consumption Criteria and their Influences  
 

There are different criteria based on which men choose their clothes on a daily basis. According 

to Skov (2010) the main criteria for the choice of picking clothes on a daily basis are a decision 

based on the weather, social occasion and availability of the clothing. Crain (1994) states that 

style is not as important as fit and comfort for men’s dressing criteria (Craik, 1994).  

There are also different criteria which are taken into account when purchasing clothing. Strähle 

and Hauk (2017) point out that the most important buying criteria for fashion are fitting, quality 

and the visual appearance of the garment. Further, price and sustainable criteria are relevant 

(Strähle and Hauk, 2017). Wuest et al. (2008) states that the Generation Y is consumption-

oriented and with strong aggregate spending. 

According to Solomon and Rabolt (2009) consumers of the Generation Y are interested in 

brands. Fishman (2006) states that the members of the Generation Y are brand loyal and brand 

names mean a valid quality and acceptance by their peers to them. Skov (2010) points out that 

there has been a significant development in designer fashion in Nordic countries. Particularly 

in Sweden designer brands such as Filippa K, Acne or Tiger of Sweden have a strong base 

(Skov, 2010). According to Salomon et al. (2010) purchasing decisions of consumers are often 

motivated by their desire to be in fashion. Smith (2016) states that men nowadays buy clothes 

on impulse. 

According to Jackson and Shaw (2009) women are the major purchasers of men’s clothing and 

consequently have a strong influence on what men wear.  

Jackson and Shaw (2009) further state that age is an important part of consumer identity and 

their choices. Solomon (2010) points out that consumers are more likely to have things in 

common with other consumers of the same age group. 

Technology is considered as one of the most important influences for the motivations and 

behaviour for the members of the Generation Y (Yarrow and O’Donnell, 2009). The Generation 

Y is also called the Digital Natives, since they are considered as “native speakers” of the digital 

language of computers and the internet (Prensky, 2001). Members of the Generation Y are born 

and educated around the technological revolution, they grew up with the rise of the Internet and 

mobile devices, therefore they do not have necessarily a clear differentiation between online 

and offline world (Gurau, 2012; Fromm, 2013).  
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3.2 Expression through Clothing 

 

As stated by Solomon and Rabolt (2009) fashion reflects how people define themselves. Van 

der Laan and Velthius (2016) specify that men want to express through their clothing who they 

think they are. Maynard (2004) states that clothing is a form of communication and that people 

communicate things about themselves through their clothing. 

According to Crane (2000) clothing is one of the most visible markers of social status and 

gender. Finkelstein (1991) points out that fashion helps to create and display a person's self-

image through which a person can transform into a different one.  

 

 

3.3 Men’s Approaches to Fashion 

 

According to Ostberg (2012) there are no universal principles which guide men how to 

approach fashion. However, since The Great Masculine Renunciation, the idea that men are 

naturally disinterested in appearance and clothing has been dominant (Ostberg, 2012; Bourke, 

1996). 

Tuncay (2005) states that heterosexual men need to find a balance between expressing 

individuality and caring too much about their appearance. Rinallo (2007) points out that a man 

will experience negative social consequences if he cares too much about his appearance. Van 

der Laan and Velthuis (2016) argue that men try to avoid getting unwanted attention through 

their clothes. Rinallo (2007) states that men would rather dress in a way to fit into the “safe 

zone”, which is the zone between being too fashionable and not dressing up at all. Rinallo 

(2007) points out further, that within this “safe zone” heterosexual men can safely consume and 

experiment with fashion.  

According to Frith and Gleeson (2004) men use clothing in a deliberate and strategical way to 

meet cultural ideals of masculinity. There are different stereotypes which men can be 

categorized in regarding their fashion and consumption behaviour. One stereotype is the 

metrosexual man, which describes a man who is conscious about his body and wears specific 

clothes to show his masculinity. Two other stereotypes are the retrosexual and the übersexual 

man (Barber, 2016). Both are considered as old-fashioned men, who decline to take care of 

themselves as the metrosexual man does. They are not into beauty products and prefer rather 

casual clothing (Aaker and McLoughlin, 2010). 

 

As stated by Hollander (1995) most people do not have the desire to look fashionable, they 

want to look right. It is a strong social force to fit in (Simmel, 1957). 

Schiffman et al. (2012) point out that nationality is an important factor for what people value 

and consume. According to Skov (2010) the Nordic capitals can be considered as small fashion 

centres. Skov (2010) states that people in Sweden dress informally but with orientation on 

international trends. As Euromonitor International (2017) found out Swedes are fashion 

conscious and they have a trend emphasis on well-dressed preppy styles. 
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3.4 Men’s vs Women’s Consumer Behaviour 

 

The historical event of The Great Masculine Renunciation influenced men to dress properly 

and to not pay attention to their appearance, instead be seen by their possession and be 

considered as useful. It differentiated their way of dressing from women (McNeil and 

Karaminas, 2009; Shannon, 2006; Flügel, 1930). Underhill (1999) on one hand states that 

shopping is considered as an activity for females. Otnes and Mcgrath (2001) on the other hand 

point out that shopping for fashion is no longer seen as a female. According to Smith (2016) 

there is a shift in men’s shopping behaviour, they shop more like women do. Anyhow, there are 

differences between men and women regarding their consuming behaviour. One difference is, 

according to Jackson and Shaw (2009) is that women tend to spend more money on clothing 

than men. 
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4. Methodology 
 

This chapter contains the description of the employed method of this thesis whereas qualitative 

research was conducted. Further, the sampling, interviewing method as well as its recording 

and transcription are explained. After, the ethical principles of this research, as well as its 

reliability and validity are described. Finally, the analysis of the qualitative data in this research 

is explained. 

 

 

4.1 Qualitative Research 

 

Since the purpose of this research paper is to gain in-depth understanding of Swedish male 

consumers of the Generation Y while consuming fashion it was decided to conduct a qualitative 

research with a deductive approach by semi-structured interviews. The qualitative research 

tends to emphasis with words rather than numbers in the collection and analysis of the data 

(Bryman, 2015). Therefore, a qualitative research was chosen as the most suitable approach for 

this thesis. The research process for this thesis started by gaining knowledge through literature 

and previous studies of the chosen topic. The acquired knowledge was afterwards connected 

and analysed with the empirical data, which has been collected through semi-structured 

interviews. The research process of this thesis followed a deductive approach. Deductive 

reasoning moves from the general to the specific, it starts from the theoretically expected pattern 

and moves to testing whether it actually occurs (Babbie, 2010). Qualitative research has been 

conducted in the past in similar research. Van der Laan and Velthius’s (2016) research is one 

example of qualitative research that has been conducted to investigate male consuming 

behaviour. The findings of this research illustrate the material and functional aspects of clothing 

choices, rather than individuality expression (Van der Laan and Velthius, 2016).  

Empirical data for the study of this thesis was collected through qualitative interviewing which 

is a main research method associated with qualitative research (Bryman and Bell, 2015). The 

interviews were semi-structured, which gives the guideline to the authors to cover all the 

important topics for this study but not following them in the exact order. The interviewee has a 

great freedom how to reply to the questions (Bryman, 2015). In qualitative research, the 

perspective of the respondents provides the point of orientation, it contributes what they see as 

important and significant (Bryman, 2015). Part 341.1 gives further details about the participants 

in this research and Part 4.1.2 provides details about the collection of the data. 

 

4.1.1 Sampling in Qualitative Research 

 

The eight respondents for this research were selected through purposive sampling, which is a 

non-probability form of sampling. The aim of this sampling method is to sample participants in 

a strategic way, to ensure to have relevant respondents for the research purpose (Bryman, 2015). 

The chosen participants were appropriate for the purpose of this research. As the research 

questions are concerning Swedish men of the Generation Y, the sample includes male citizens 

in Sweden of the Generation Y. Since there are various definitions from different authors, the 
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age group in this thesis was defined as the group of people born between 1980 and 2000 which 

is in line with Bucuta (2015). Moreover, it was ensured to have a variation between the 

participants according to relationship status, occupation and age.  

All participants were recruited orally. The sample includes eight male participants at the age of 

23 to 34 with a variations in their education, occupation and relationship status. Four of the 

participants are born in Gothenburg or in the suburb of Gothenburg. The other four participants 

are from Karlstad, Örebro, Östersund and Gotland. Half of the interviewees have a bachelor 

degree or studying at a bachelor level at the moment. Two participants have a master’s degree 

and two have a high school education. Four of the respondents are in a relationship and the 

other half is single. Their occupation varies among the interviewees as it can be seen in table 

(Figure 2). The personal information, such as age, education level, occupation and relationship 

status are asked to be able to compare participants with each other and to investigate if it has an 

impact in their consuming behaviour. 

The age range of the Generation Y is broad, which was in this research a range of 20 years 

between 1980 and 2000. Therefore, the age was asked not only to ensure that the participants 

belong to the Generation Y, moreover, to compare possible differences between the participants 

who are born at the beginning and those who are born at the end of this age cohort. The 

relationship status was asked to examine potential influence of a partner concerning 

consumption decisions. The information about the education and the occupation of the 

respondents is needed to integrate whether they have restrictions regarding fashion in their work 

environment. The education type and level was asked to investigate if there are patterns between 

the education and the fashion consumption decisions. The place of birth indicates that the 

participants are from different regions in Sweden to make sure that the research is not limited 

to one city in Sweden. 

 

Name Age Relationship 

status 

Place of Birth Education Occupation 

Jonas 34 Single Suburb of 

Gothenburg 

Unfinished 

Bachelor in IT 

System 

Engineering 

Richard 24 Single Gothenburg Bachelor in 

Business 

Administration 

Project leader 

Edvin 31 Single Suburb of 

Gothenburg 

Master's in 

Business 

Engineering 

Unemployed 

Theo 32 Single Karlstad Master's in Civil 

Engineering 

Functional 

Developer  
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Nils 23 In a 

relationship 

Suburb of 

Gothenburg 

High School Assistant 

Teacher 

Gregor 23 In a 

relationship 

Örebro High School Sales Assistant 

in fashion 

Anders 24 In a 

relationship 

Östersund Unfinished 

Bachelor in 

International 

Sales 

Sales Assistant 

in fashion 

Kalle 27 In a 

relationship 

Gotland Unfinished 

Bachelor in 

Engineering 

Assistant 

Teacher 

 

      Figure 2: Participants in the research 

 

 

4.1.2 Interviewing in Qualitative Research 

 

Semi-structured in-depth interviews were used to understand Swedish men’s consuming 

behaviour, which includes the influences on the consumption choices, the expression through 

clothes as well as men’s thoughts about fashion consumption differences between men and 

women. This type of interviewing enables to get as much information as possible from an 

interviewee which is relevant to the topic the interviewer studies. The interview is rather 

relaxed, open and honest which allows the interviewees to express themselves. However, the 

interviewer also discreetly directs the conversation in a way to get as much relevant information 

as possible to cover the important parts for the research (Morris, 2015). The authors conducted 

the semi-structured interviews by using an interview guide to ensure to cover the important 

topics for the research. The interview guide included the main topics, which were aimed to be 

covered as well as follow-up questions to get a deeper understanding of the topic. The follow-

up questions varied based on the interviewee’s answers. 

The interviews were conducted between the 1st and the 12th of May 2017. The interviews took 

place in a quiet and private atmosphere, in three different cafeterias in Gothenburg and each 

interview took approximately one hour. Each interview was recorded and afterwards 

transcribed. The participants were informed about the recording, the purpose of the research 

and their anonymity in the research. 
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4.1.2.1 Recording and Transcribing of the Interviews 

 

The interviews were recorded with two different devices. The devices used in this research were 

an IPhone 6 and an IPhone 7. Before recording the authors made sure through testing, whether 

they can hear the voices of the interviewers as well as the participant and avoid background 

noise. The interviews were transcribed by the authors according to the recordings after each 

interview. During the transcription the authors became closer to the data and were able to 

identify key themes. Further, the authors became aware of the similarities and differences 

between the interviewees’ statements. 

 

 

4.1.3 Ethical Principles in Research 

 

In this research the four main ethical principles of social research, such as harm to participants, 

lack of informed consent, invasion of privacy as well as deception (Bryman, 2015) were 

insured. None of the participants was harmed, neither physically nor psychologically. 

According to Bryman (2015) stress can be harm to the participants. The authors tried to keep 

the stress level low by ensuring a comfortable atmosphere for the participants since the 

interviews were conducted in their favourite cafeterias in Gothenburg. By informing the 

participants about the goal of the research and the use of the data the researchers gave them the 

opportunity to decide whether the participants want to take part in the research or not. To avoid 

the invasion of privacy of the participants the research is anonymous by giving the participants 

fictive names. Deception was avoided by presenting the research as what it is, a research 

conducted for a master thesis at the University of Borås. 

 

 

4.1.4 Reliability and Validity in Qualitative Research 

 

Reliability and validity have been taken into consideration as criteria to enhance the quality in 

this thesis. Kirk and Miller (1986) state that reliability is “the degree to which the finding is 

independent of accidental circumstances of the research” (p. 20). Reliability is concerned with 

replicability, in a way if the same results and interpretations would appear again, if researcher 

in the future would conduct the same research (Silverman, 2006). To increase the reliability in 

this study, the research process is described thoroughly to be able to repeat the study in the 

future. Also, the empirical data was recorded and transcribed in a way it could be as transparent 

as possible in interpreting the findings and allows to compare it with the future studies.  

According to Babbie (2010) validity is a “term describing a measure that accurately reflects the 

concept it is intended to measure” (p. 153). Bryman (2015) states that measurement validity 

asks whether a measure of a concept actually measures the concept. To increase the validity in 

this study, it is thought through that each question during the interviews has a logical link with 

an objective and measuring what it supposed to this is in line with Kumar (2011). According to 

Silverman (2013) the recording and transcribing of interviews helps to achieve accurate 

interpretations and valid findings. In this thesis, the interviews were recorded and transcribed 

which helped to conduct an in-depth analysis and to increase the validity. 
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4.1.5 Qualitative Data Analysis 

 

In this research, thematic analysis is used, which is according to Bryman (2015) one of the most 

common approaches in qualitative data analysis. The gathered data is analysed in order to 

emerge themes out of it. Themes could be described as an identified category through gathered 

data, which relates to the research focus. The themes and subthemes appear out of the detailed 

reading of the transcripts, what make up the core of data (Bryman, 2015). The emerged themes 

and subthemes were linked to the theory in this thesis, which are consumption criteria and their 

influences, expression through clothing, men’s approaches to fashion as well as men’s versus 

women’s consumer behaviour.  
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5. Findings 
 

In this chapter the findings of this thesis conducted through in-depth interviews with eight 

participants are presented. The findings are categorized in five main chapters. The first sub 

chapter presents the findings concerning clothing criteria. In the second sub chapter the results 

regarding the fashion consuming behaviour are presented, followed by the sub chapter of the 

findings respecting expression through clothing. The next sub chapter is concerned with men’s 

fashion and the final sub chapter presents the statements of the participants about men’s fashion 

consumer behaviour in comparison to women’s fashion consumer behaviour. 

 

 

5.1 Everyday Clothing Criteria 

 

The findings concerning clothing criteria include criteria which the participants follow when 

choosing clothes on a daily basis, how they define their own personal style and the limitations 

in fashion consumption. 

 

 

5.1.1 Criteria of Daily Picking Clothes  

 

The respondents were asked based on which criteria they choose their clothes on a daily basis. 

Firstly, the interviewees pick clothes based on the occasion. For the respondents the occasions 

usually range from going to work or school, meeting with friends or to going to a party. For 

example rather comfortable and casual clothes at school, preferably proper clothes at work, and 

the highest effort they put in when dressing up to meet with friends or going to a party. Some 

of them mostly care to feel comfortable in their clothes, especially when they pick clothes for 

a long school or work day. Comfortability was a main criteria especially for Kalle and Nils, 

since both of them are working as assistant teachers for disabled kids, they feel the necessity to 

wear clothes which enables them to be active and adapt with different situations what can occur 

during their work. 

The weather is not a criteria for most of the respondents, but still some of them take the weather 

into consideration in a way that if it is raining or cold they pick their clothes to avoid to get wet 

or to be cold. Half of the respondents choose their clothes based on the mood. As an example 

Jonas describes his way of clothing as periodical, some weeks he does not care at all, just 

wearing most comfortable clothes, he does not fix his hair and instead wears a hat. Other weeks 

he likes to put a lot of effort in carefully picking the right clothes, fixing his hair and wanting 

to look good. He says it really depends on the mood how he feels to dress and how much effort 

to put in that. Edvin is an exception from all of the participants, he also considers the occasion 

but mostly just picking clothes which are clean and on the top of the pile. 
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5.1.2 Style 

 

Most of the respondents do not know if they have a specific style, they are instead thinking 

more to colour coordinate their outfit and most important to feel good in what they are wearing. 

As Nils says, most important is the comfort - if the person feels good in his or her clothes then 

directly he or she will look good as well. He states,  

 

“Confidence behind the clothes is more important than the look”.  

 

The younger respondents tend to be more conscious about their style and the way they look, 

than the older ones in this research. As an example one respondent, Richard, 24 years old knew 

exactly his style and tries to dress accordingly. He describes his style as modern-preppy, which 

is according to him very minimalistic and mostly based on black, white and grey colours.  

 

Also, Gregor, 23 years old knows how he wants to look and therefore, likes to mix fancy items 

with regular ones, for example jeans with a nice shirt or fancy shoes. He cares a lot whether the 

whole outfit matches. As an example one time his brother stole his shoes and he needed to wear 

different ones, which did not match with the outfit. So, he had to call him, they met up and 

exchanged shoes. He thinks that before his outfit was weak. He also thinks the way a person 

looks depends a lot with the people he/she hangs out with, because of the reason to fit in and 

resemble with friends. Nils has an opposite opinion that he dresses the way he likes and how he 

feels comfortable, so friends do not influence at all. He says, friends need to take him as he is 

or otherwise they can leave. Anders, 24 years old has the point of view of his own style, that he 

is trying to dress in timeless clothes, as a way if he is 40 years old and looks back to old photos 

he will still think that his style was nice and would not feel embarrassed the way he looked. 

Timeless clothes for him are mostly minimalistic, mono coloured, semi-fashionable items. 

 

The interviewees were asked whether they would dress differently if no one judges them and 

they have an unlimited amount of money to spend on clothing. All of the respondents like their 

current style and even if they would have unlimited amount of money, they would not change 

their style. However, they would keep their style, buy more expensive clothes, with higher 

quality. 

 

 

5.1.3 Age Matters 

 

For the three participants who are born in the first half of the Generation Y before 1990, their 

age also influences the way they dress. Jonas thinks a person cannot wear everything in a certain 

age. He has a favourite 80s movie in which people are dressed according to that time, he really 

likes the style but in his opinion he cannot wear it because of his age. Theo initially does not 

feel that he cannot wear certain things, but since he had situations where people let him know 

that he is not dressed according to his age, he now considers if he is dressed according to his 

age when being in public. Edvin’s role model concerning style is the singer Justin Bieber, whose 
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style is street style oriented. Edvin likes this style, however, he feels that he is too old to wear 

it and therefore does not wear it. 

 

 

5.2 Fashion Consumer Behaviour 

 

This section presents findings about consuming behaviour. This includes purchasing criteria, 

price as an important factor for purchasing decisions, brands and Swedish brands, consumption 

based on the need or desire as well as online shopping.  

 

 

5.2.1 Purchasing Criteria 

 

The majority of the respondents consider a combination of fit, quality and the price as the most 

important aspects when buying clothes.  

The brand is not the main criteria for most of the respondents when buying clothes, they rather 

buy clothes based on the fit of the item and that it looks good on them. As Theo says,  

 

“With male clothing the look is not as important as the fit of the clothing”.  

 

Price is not the main criteria while buying a product, but the respondents have a price range 

what they are willing to spend on specific items. Two of the interviewees were more price 

conscious than the others and would take price more into account than the quality of the clothes, 

which is described more thoroughly in the 5.2.2 section.  

 

 

5.2.2 Price as an Important Factor for Purchasing Decisions 

 

Throughout the interviews, it could be seen that some of the respondents are more concerned 

about the price than others. Although, every respondent takes the price into account while 

making a purchasing decision. Especially, when buying higher priced garments the respondents 

try to analyze whether the item is essential for them.  

Jonas and Theo, who are born in the first years of the generation Y try to balance purchasing 

decisions between the price and the actual need. Both try to compare clothing purchases with 

other products they require e.g. furniture or household goods and try to find a compromise 

between price and need. For another respondent, Richard, the price is an issue as well, however 

mostly in a positive way how he got discounts or coupons to buy clothing for a cheaper price. 

As an example he gets a discount at the Swedish fashion brand Axel Arigato, since his friend 

is working at this company. Another example he mentions is that he likes the policy of the 

Swedish jeans company Nudie Jeans where customers can get a discount when bringing back 

their old jeans. A memorable purchasing experience for him was, when he was visiting an outlet 

store and found a jacket from the Swedish fashion brand Filippa K with a 90 % discount. He 

was really satisfied to get a designer jacket for a cheap price. For him the discount code which 

H&M provides at its online store are also positively influencing his purchasing decisions. 
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Further, Kalle has a memorable experience when he bought a pair of Versace shoes at Rodeo 

Drive in Los Angeles, he felt so good to be able to fit into this prestigious area. It was more 

about the feeling that he could go into those expensive stores and actually buy something as 

well as afterwards the feeling to walk around with the Versace shopping bag. He had saved a 

lot of money to be able to buy the shoes and he was very satisfied with this shopping experience. 

 

 

5.2.3 Brands and Swedish brands 

 

Most of the respondents have a similar opinion about brands, which is that brands do not 

exceptionally matter when buying clothing. Only Gregor cares about the brands and likes 

expensive ones, since they have according to him higher quality and keep their fit after washing 

the clothes several times. Two of the youngest participants consider logo of the brand as an 

important factor. Gregor likes the logos of expensive brands and to show them on his clothes. 

One of his favourite brands is the international fashion brand Gant, mostly because he feels that 

their design has many details, which cannot be compared with mass produced clothing.  

When Anders buys designer clothing, he wants to show and have a big logo on his clothes. 

Theo, one of the older participants, opinion goes in the opposite direction, when people are 

wearing an item with a big logo, he feels that the person is getting paid “to walk around like an 

advertisement”. Also, for Theo the logo does not make the item neither better nor worse.  

 

All the respondents know about Swedish designer brands and think that the quality is good, but 

not all of them are favour the design or believe it is important to buy Swedish brands. Anders 

mentions that he could not wear Swedish design, because it is often designed for slim and tall 

people, but he has a trained body, so it will not fit him. Even though Edvin agrees that higher 

priced Swedish brands have a better quality, than for example H&M, he would rather buy at 

H&M since he can find the same styles there for a lower price. Gregor describes Swedish brands 

as “good material, but cheap design”. To him the design is too minimalistic and the details he 

likes on clothes are removed from the clothing. Despite that, he feels really proud to see 

Swedish brands abroad.  

 

 

5.2.4 Consumption Based on the Need or Desire 

 

The participants were asked if their purchasing decisions are motivated by a desire or a need. 

Shopping intentions based on the need or on the desire really varies among the respondents and 

some of them could recognize both in their shopping behaviour. Anders, for example only buys 

clothes based on the desire. He likes to buy new things every month and update his closet 

consistently. He states that “with new clothes you get more self-confident or you feel somehow 

better”.  

Also, Kalle usually buys new clothes based on the desire to have new items in the closet, but 

sometimes it can also be a need for example when he goes to a specific event and needs an 

outfit for that. Richard and Edvin are only going to shop when they really need something and 

have an idea what they want to buy. Nils buys sometimes what he needs, and other times he 
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just wants new clothes. Sometimes before a special event he does not have anything to wear 

and then he goes to “find some nice items”. Other times he points out that it is panic shopping 

that he really needs a precise item. He referred to a story when he had been looking for explicit 

sneakers for a long time, but has not been able to find the right pair and suddenly he saw suitable 

ones in the shop window at the retail chain Dinsko. He just went in and bought them without 

hesitation. Theo describes himself as an “impulsive consumer”, which sometimes results in him 

buying clothes which do not match with other things in his closet. He would like to think more 

what he needs and try more to match and have a closet in which the items fit with each other. 

Jonas can see both sides in his buying behaviour, if he really needs something then he will just 

go to H&M for instance and buy regular T-shirts there. However, sometimes he has a desire to 

buy something new. He usually gets the desire when he got inspiration from advertisements or 

from other people on the streets. As Gregor is working in a clothing store at the menswear 

department, he describes different ways how men behave when they consume clothing, 

 

“20 percent of men know what they do in the shop, 40 percent are there with their mother, 30 

percent are there with their girlfriend, and 10 percent have no clue what they are doing in there”. 

 

 

5.2.5 Online Shopping 

 

The majority of the respondents shop the larger share of their garments online, because in their 

opinion it is less time consuming, effective and offers a bigger variation of items and brands. 

Although, they confess the problem with sizes, that it is hard to know which size to order, unless 

they already know the brand and that it fits for them. Even if the ordered size is wrong, it is 

facile for them to return the item. Only two of the respondents are not shopping online, mostly 

because for them it is important to feel the garment and try clothes on directly. Some of the 

respondents who mostly shop online like to buy more expensive clothes in the stores, to be able 

to feel the item and to try it on. Nils had a very bad online shopping experience, the item which 

looked good on the picture did not look good on him, the style and colour did not suit at all. He 

likes to feel and try the item, sometimes the garments do not suit his appearance, for him it is 

hard to know if it fits him when buying online.  

 

 

5.3 Clothing as a Tool for Expression 

 

This chapter presents the findings concerning expression through clothing. This includes the 

respondents’ sources of inspiration for their style, the participants’ openness to advice 

concerning clothing, the self-expression through clothing as well as facets people want to mirror 

through their choice of clothing. 

 

5.3.1 Inspiration for Clothing 

 

Except Edvin, all participants get inspiration concerning clothing and style from random people 

on the streets. They observe other people which can be both, consciously or unconsciously. 
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However, some of the participants try to find the look which they saw on people and buy it 

whether online or in a physical store. Especially the younger participants of the Generation Y 

get inspired on social media such as Instagram, YouTube and Tumblr. However, most of them 

do not specifically follow accounts which are mainly focused on fashion. Additionally, 

traditional media are a source of inspiration for the majority of the participants.  

Theo, Jonas as well as Richard point out that they get inspiration through movies or series. To 

the majority of the participants their friends are influential as well but, in this case the 

participants point out that it is a source of general inspiration for clothing and not coping 

complete looks of their peers. Nils for example would “copy some items but never the whole 

style”. 

 

 

5.3.2 Openness to Advice concerning Clothing 

 

Concerning advice from others regarding fashion, most participants are very open to take it into 

consideration. However, they all have in common that the last word on a decision regarding 

clothing is on themselves. Advice which they take into consideration comes mostly from 

friends. Anders for example, sends pictures to his friends of the clothing he aims to buy and 

asks for their advice. Although, all respondents who are in a relationship take advice from their 

partners when buying a garment, it is from higher importance that the garment suits their own 

tastes and preferences and that the final purchasing decision is on them. 

 

 

5.3.3 Self-expression through Clothing 

 

The majority of the participants want to feel like themselves with the clothes they wear. It is 

important to them to recognize themselves in their choice of clothing. Jonas for instance states:  

 

“Clothes are the best thing to express yourself”. 

  

Gregor wants to show who he is through his clothing but also, in general he believes that it says 

something about a person, “You can see if someone wears a suit, you can see if he is used to it 

and feels comfortable. You can see if he belongs in that suit or not”.  

Theo points out that “you indicate something with what you wear”. Although, Theo wants to 

communicate something through the way he dresses, he is not sure what he wants to 

communicate through that. Edvin wants to show through his clothes that he is “pretty normal”. 

Rasmus states that he is very conscious about how he looks and how he feels with the clothes 

what he is wearing. He told a story when he went out with a “BBQ” jacket, but after a while he 

realized that this jacket does not suit with the rest of the outfit. He felt uncomfortable, since he 

thought that everyone is staring at him and judging him. Therefore, he called a friend who was 

living nearby and borrowed a jacket from him, which he thought fits better with his outfit.  

Also, Anders mentions that he would feel uncomfortable when he goes to a place where 

everyone is dressed up except him. In this case he feels that he should have put more effort in 

his outfit as well. He feels that he sticks out and people are judging him. 
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5.3.4 Reflection through clothing 

 

All respondents believe that clothing says something about a person. This is not necessarily the 

personality of a person, it is more what the person wants to show to others and how they want 

to be seen by others. Theo states that “it’s like a facade”. And further, 

 

“I think if people were totally alone in this world, they wouldn’t dress up. Fashion wouldn’t 

exist. You dress up for yourself but for others. You dress up for yourself because you feel that 

you look good to others. We are animals like everybody else. I think everything is egotistical 

in one way. If I donate to a third world country I can do it to brag about it or because I care 

about them, but that is because they are a part of my world. It is egotistical in a very away 

level. If you say you only dress up for yourself it is because you are affected by other people”.  

 

In Gregor’s opinion someone can become the person he or she wants to be through the choice 

of clothing. He states that “clothes can help you to change to a person, to become a person”. 

Jonas has a similar opinion, he believes that clothing says who a person tries to be “you can see 

the person’s ambitions”. He compares it with a business environment, where people show 

through their clothes that they want to take the next step in their career.  

For Nils clothing mirrors who a person is but also who the person wants to be, for him it is 

interconnected. He states that 

 

“It will be easier to act like James Bond, if you look like James Bond”.  

 

He explains the meaning as “if you want to be like this arrogant confident guy, then you 

probably need to dress like him as well, then it will be easier”. Richard takes it a step further 

and states that people try to hide their personality through clothes with the aim to look proper 

and fit into their subculture and the larger society.  

 

 

5.4 Men’s Fashion 

 

This section demonstrates the results of current fashion in menswear, men’s fashion in Sweden, 

conflicts men face in fashion and their expression of masculinity through clothing. 

 

 

5.4.1 Current Fashion 

 

Concerning their opinion about fashion in general and current men's fashion, all of the 

respondents point out that they are satisfied with the current men’s fashion. They believe that 

the current fashion enables them to go to different occasions with the same outfit since the style 

is minimalistic. Although, they think that fashion has been similar for the last five years and 

they would like to see some twist. Some of the current styles which the respondents brought up 
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were preppy style, posh sailing people who like to show the brand logo, and style where the 

key piece is a backpack of the Swedish outdoor clothing brand Fjällräven and everything has 

to look like it is from a second hand store but in fact the items are really expensive. Nils 

describes a style which he believes will always stay in fashion, “Every 18-year-old who is going 

to the club for the first time is going to wear a shirt, a t-shirt under that and a pair of jeans. That 

will always be the same, they want to look proper.” Anders would like to have an option to 

wear more colours or have more patterns, since menswear has pretty limited colour range and 

pattern combination. Also, he would like to see more accessories, beside of the leather bracelets 

which have been in fashion for a while.  

Some of the interviewees were not sure if they know what is in fashion at the moment, but all 

of them would like to know. Jonas thinks that he picks up the current trends pretty late, since 

he believes that he does not follow the right channels. His idea of trends is based on what he 

sees on people outside on the streets, who he considers fashionable. Anders thinks that people 

are forced to change their style based on the offer what apparel companies and clothing brands 

are selling. For him it is interesting to see how fast women change their style, how quickly they 

adapt to new trends. He thinks that men are much slower on that, because the pressure on 

women is higher and they have a bigger interest in fashion. None of the respondents shows 

great interest in fashion, but all of them mention if someone tells them about this topic, they 

would listen. They would like to know more what is in fashion at the moment and what would 

suit them. Even if they do not follow fashion consistently and do not like shopping as an activity, 

all of them like to buy new things. 

 

 

5.4.2 Men’s Fashion in Sweden 

 

All of the respondents share the common thought that Swedish men have a good style and being 

well dressed, especially in comparison to other countries. Jonas tells a story when he was in the 

USA and people thought he was a hairdressers, because his hair was fixed. Gregor thinks 

Swedish people have a knowledge about fashion, which starts already in school, where people 

are trying to dress properly and fit in. Also, Theo agrees with Gregor that it is important to fit 

in, in order to be relaxed. He does not want to go to work in sweatpants, then he feels that he 

does not fit in. He continues that “no one wants to be that odd guy who is not fitting into the 

community”. Despite of that he would not dress badly just because to identify with those people 

who have a bad style. If he is better dressed than others then it is also not fitting in but instead 

standing out, but in a positive way. 

Gregor believes that Swedes have a main type of clothing, they know how to dress when going 

out or when going to famous parties. It is common knowledge for Swedes that a person should 

not go in flip flops to a wedding. Swedes have a norm how to dress, but compared to other 

countries Swedes are more comfortable in different clothing. Nils categorizes Swedish guys to 

three groups: those who are fashionable, then the people who are more casual during the day 

and more dressed up when going somewhere, and then the guys who do not really care and just 

want to dress badly as a purpose. He thinks that these three groups can be found everywhere in 
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Sweden. Also, Anders is thinking that there are three different styles that everybody wears, 

which are firstly, street-style with ripped jeans, sneakers and hoodie, then the Ralph Lauren 

shirt, Gant watch, blue jeans style, and lastly, the guys who are very dressed up with a suit. 

Theo thinks, Swedish people look plain and he really likes their minimalistic way of dressing. 

He is connecting the Law of Jante with clothing that Swedish people are still following that old 

traditional law in the way they behave and dress. He says that it is “the most Swedish thing that 

has ever existed”. He describes it as a term that says “do not think that you are anyone, you 

should not stick out. It says do not make too much money and if you do then do not buy a fancy 

car. Just blend in”. He believes it is good in a way that Swedish people stick together as one 

unit and care about each other, but the negative side is that he does not choose some items 

regarding clothing because he does not want to be something special. 

The majority of the respondents mentions the fact that they can always recognize Swedish 

people abroad by the way they dress and by the way they look as a whole. Anders even has a 

game with his girlfriend while being abroad, that when they are sitting somewhere in a 

restaurant they are guessing who is Swedish. Only Nils does not agree with the other 

respondents. He did not say that it is possible to recognize Swedish people by their clothes, it 

is more about the face and by the whole appearance. 

 

 

5.4.3 Conflicts in Fashion 

 

The conflict between being too fashionable or not having style at all divided respondents to 

different groups. Three of them think that it is definitely better to be more fashionable, unique 

and conscious how to look than to not care about that at all. Theo brings up the matter that 

appearance is an important attribute to a person. According to him, fashion goes hand in hand 

with shallowness and many people who are superficial care a lot about fashion. Anders has an 

opposite opinion and likes the freedom of not being fashionable at all, but anyhow he still wants 

to look good. He prefers that compared to those people who try too hard to dress well, but look 

so uncomfortable in their clothes. For him the most important thing is “to be comfortable with 

what you are wearing and with your style” then, he states “you look good as well”. Kalle follows 

Anders’s opinion that everyone dresses how they want to and feel comfortable on that. He also 

mentions the matter that some people just do not want to spend so much on clothing and instead 

spending their money on travelling or for materialistic things. He believes, that other people 

have fashion as their passion and they really care to follow trends, therefore also spend more 

on clothing. 

 

 

5.4.4 Masculinity is not an Issue in Fashion 

 

The respondents were asked if they try to show their masculinity through their choice of 

clothing. All of the interviewees have a similar opinion concerning masculinity and femininity 

in fashion. They believe that clothing is a way through which men try to look more masculine, 

but at the same time it is not a problem to wear more feminine colours, patterns or styles. Some 

of the respondents brought up the men who are trained, wear tighter clothes to show their 
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achievements. Theo says “it is like advertising yourself in some way”. Anders thinks that both, 

men and women dress to show their masculinity and femininity. He thinks that women want to 

show their curves and men want to show theirs, but women want to show it more. 

None of the respondents is afraid of being considered not masculine or homosexual. Gregor 

states, “My friends and I have the saying that a real man has to be at least 10 percent gay” which 

means to them that real men can wear everything concerning fashion. Theo has had an incident 

two years ago when he was at the east coast of the USA where he was called gay because he 

was wearing red shorts, which ended before the knee. His friend was considered gay as well, 

since he was wearing a white T-shirt. Neither Theo nor his friend care about being considered 

gay. He even points out that he rather be called gay on what he wears, since he believes that 

gays have the reputation to care about fashion and being well dressed. All of the respondents 

further believe that clothes have become more unisex and this trend will continue. They are 

satisfied with that and do not see a problem to have same style with women or wear the same 

colours. Kalle tells a story when his girlfriend bought a turtle-neck sweater and he took it from 

her and wore it, he even bought the same one later but in a different colour. 

 

 

5.5 Comparison between Men’s and Women’s Consumer Behaviour 

 

All of the respondents agree with each other that men’s consuming behaviour is getting more 

similar to women’s and men are getting more aware of what to wear and how to wear it. Kalle 

thinks that men are vainer now, consume more and “catching up with the girls”. In Nils opinion 

women shop more online and in general consume more than men. However, he thinks that this 

is getting more even. Men might not buy as much as women, but they are getting more aware 

of what they are buying. Richard thinks that men in general do not shop that often, but once 

they go shopping they buy more at the same time. To him men tend to be convenient shoppers. 

He gives an example, when he needs a shirt then he goes and buys four t-shirts at the same time. 

Richard states that men have a bigger variety in their shopping behaviour, in a way that if 

women need to have five pairs of similar shoes then men are satisfied with that one pair and 

then they move on and want to buy a different item after. 

Kalle believes that the consumption of menswear increases because fashion is present 

everywhere. Nils agrees with this belief, and according to him it is due to the social media, 

which influences people constantly. Consumers are becoming more aware of the products and 

unconsciously start to like things and consequently consume more. Jonas believes if men 

discover how easy online shopping is, then their consumption will increase. 

Some of the respondents also brought up the price difference between menswear and 

womenswear. In their opinion womenswear is cheaper and therefore women are able to 

consume more by spending the same amount of money. Gregor says “if woman can buy four 

similar shirts then I buy one shirt with the same amount as she spend”. Further, he thinks that 

the amount of sales in womenswear are much bigger compared to menswear. Theo also says, 

men clothing is often three times as much as women clothes and that really affects how men 

consume. Now he has to pay around 1 000 SEK for a shirt. If a shirt costs 200 SEK, he would 

buy new shirts more often. 
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One of the respondents, Theo, included unconsciously the historical point starting with The 

Great Masculine Renunciation by having a theory about men’s and women’s consuming 

behaviour: 

 

“When you look back sixty years, men were graded on what job they have, how they care for 

the family. Men were based on performance and women on softer traits and also on looks and 

beauty. We come from a society where men are functional, they are tools and women are 

delicates. They are pretty and something to look at. For men it is not very manly to care about 

your look and for women the exteriors are an important part of who you are, but that is 

changing in a way right now and it is more okay for men to care about how they look and I 

think that affects how men consume. If we live in a very equal society then how we consume 

would be very, very similar, but men and women are still not the same, so it would not be 

completely equal. We have different chemistry and different hormones. Sweden is very 

gender equal country and that way it is more okay for men in Sweden to care about their looks 

and that is why we consume in a more similar way. Also, the advertisements which is more 

directed to women affects how we consume and also the prices. Men are not constantly 

reminded that we should consume clothes as women do and if we do consume then we have 

to pay more for it.” 
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6. Discussion 
 

This chapter discusses the main findings of this study which are relevant to answer the research 

questions according to the purpose of this thesis. The findings are discussed in relation to the 

theory of this thesis. The discussion follows the same structure as the theory which is divided 

into four chapters. This includes criteria which influence men when choosing clothes on a daily 

basis as well as when purchasing garments. Further, the results regarding the expression through 

clothing are linked with the theory. After, men’s approach to fashion is discussed and finally, 

the male participants’ thoughts about the differences in fashion consuming behaviour of men 

and women. 

 

 

6.1 Discussion of Consumption Criteria and their Influences 
 

The study investigates the main criteria for Swedish men when choosing clothes on a daily basis 

as well as when purchasing. Skov (2010) points out that the main criteria for the choice of 

picking clothes on a daily basis are the weather, the social occasion and the availability of the 

clothing. For the respondents in this study the most important criteria when choosing their 

clothes on a daily basis is the social occasion. The second important criteria for the respondents 

is the comfort of the clothes. This is in line with Craik (1994) who states that fit and comfort is 

more important for men’s dressing criteria than style. The weather is not a main criteria for the 

participants in this research. The availability of the clothes is also not consider as significant 

for the majority. 

There are also different criteria which are taken into account when purchasing clothing. Strähle 

and Hauk (2017) state that the most important purchasing criteria for fashion are fitting, quality 

and the visual appearance of the garment. Further, price and sustainable criteria are relevant 

(Strähle and Hauk, 2017). When purchasing clothes a balance between fit, quality and price are 

the most important criteria for the participants in this research. Even though, separately the 

price is not the main criteria, however the price is taken into account in terms of a price range 

in which they are willing to spend on clothing. 

According to Solomon and Rabolt (2009) consumers of the Generation Y are interested in 

brands. Fishman (2006) states that the members of the Generation Y are brand loyal and brand 

names mean a valid quality and acceptance by their peers to them. The brand of a garment is 

not a main criteria for the respondents. Skov (2010) points out that there has been a significant 

development in designer fashion in Nordic countries. Particularly in Sweden designer brands 

such as Filippa K, Acne or Tiger of Sweden have a strong base (Skov, 2010). Although, all of 

the respondents are familiar with Swedish brands, these are not their preferred brands. 

According to Salomon et al. (2010) purchasing decisions of consumers are often motivated by 

their desire to be in fashion. Smith (2016) states that men nowadays buy clothes on the desire. 

The consumption of the participants is distinctly driven by a need or desire. Both, shopping 

based on the need as well as on the desire is represented among the participants.  
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According to Jackson and Shaw (2009) women are the major purchasers of men’s clothing and 

consequently have a strong influence on what men wear. This theory does not match with the 

findings of this research. Although, all respondents who are in a relationship take advice from 

their partners when buying a garment, however they point out that the final purchasing decision 

is on them. But in general most of the respondents, whether in a relationship or not are open to 

take advice from others into consideration. This advice mostly comes from their friends.  

 

Technology is considered as one of the most important influences for the motivations and 

behaviour for the members of the Generation Y (Yarrow and O’Donnell, 2009). The Generation 

Y is also called the Digital Natives, since they are considered as “native speakers” of the digital 

language of computers and the internet (Prensky, 2001). Members of the Generation Y are born 

and educated around the technological revolution, they grew up with the rise of the Internet and 

mobile devices, therefore they do not have necessarily a clear differentiation between online 

and offline world (Gurau, 2012; Fromm, 2013). The findings of this research indicate that 

online shopping is the main channel through which the participants purchase their clothing. 

Jackson and Shaw (2009) further state that age is an important part of consumer identity and 

their choices. Solomon (2010) points out that consumers are more likely to have things in 

common with other consumers of the same age group. In this research the participants who 

were born in the later years of the Generation Y are more likely to be conscious about their style 

and clothing compared to the older participants. The older participants see their age as an 

influence on how they dress, they try to dress accordingly to their age. However, if there were 

no limits how to dress the respondents would keep their current style with more expensive and 

higher quality items. 

  

 

6.2 Discussion of Expression through Clothing 

 

Solomon and Rabolt (2009) state that fashion reflects how people define themselves. Van der 

Laan and Velthius (2016) specify that men want to express through their clothing who they 

think they are. This is in line with the findings of this research, the majority of the participants 

wants to feel like themselves with their choice of clothing. It is important to them to show who 

they are and they want to communicate that to their surroundings. This is connected to Maynard 

(2004) stating that clothing is a form of communication and that people communicate things 

about themselves through their clothing. 

According to Crane (2000) clothing is one of the most visible markers of a person. Finkelstein 

(1991) points out that fashion helps to create and display a person's self-image through which 

a person can transform into a different one. The respondents believe that clothes say something 

about a person. But it says more about what a person wants to show to others and aims to be 

seen by others, and not who the person really is. Anyhow, clothing can be a tool to help people 

to become as who they want to be seen by others.  
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6.3 Discussion of Men’s Approaches to Fashion 

 

Ostberg (2012) states that there are no universal principles which guide men how to approach 

fashion. But, since The Great Masculine Renunciation the idea that men are naturally 

disinterested in fashion has been dominant (Ostberg, 2012; Bourke, 1996). Not all of the 

participants are informed what is considered as the current fashion for men. However, all of 

them are curious and if someone talks to them about fashion, they would like to know more 

about what is in fashion and what suits them as an individual.  

According to Schiffman et al. (2012) nationality is an important regarding what people value 

and consume. For Skov (2010) the Nordic capitals are small fashion centres, and further states 

that people in Sweden dress informally but with orientation on international trends. As 

Euromonitor International (2017) found out Swedes are fashion conscious and they have a trend 

emphasis on well-dressed preppy styles. Especially in relation to other nationalities, the 

participants think that Swedish men are well dressed and concerned about their clothes. But, 

the way Swedish men dress is categorized in different styles and within these styles the 

members look very similar. It emerges that Swedish men try to fit in the society and look proper. 

This is linked to Hollander (1995) that most people do not have the desire to look fashionable, 

they want to look right. There is a strong social force to fit in (Simmel, 1957). 

According to Tuncay (2005) heterosexual men need to find a balance between expressing 

individuality and caring too much about appearance. Rinallo (2007) points out that a man will 

experience negative social consequences if he cares too much about his appearance.  

Van der Laan and Velthuis (2016) argue that men try to avoid getting attention through their 

clothing. They would rather dress in a way to fit into the “safe zone”, the zone between being 

too fashionable and not dressing up at all (Rinallo, 2007). According to Rinallo (2007) within 

this “safe zone” heterosexual men can safely consume and experiment with fashion. The 

respondents in this research are not afraid to experiment with clothing to a certain degree and 

to be considered as too fashionable which might led to the assumption that they are not 

heterosexual. None of the participants cares whether he is considered as homosexual, they 

rather point out that this can be positive to some extend since people assume that homosexual 

men are well dressed. 

According to Frith and Gleeson (2004) men use clothing deliberately and strategically to meet 

cultural ideals of masculinity. Masculinity is not a main criteria which Swedish men want to 

show through their way of dressing. They are relatively open to wear clothing which is 

considered as more feminine in terms of colours, styles or patterns.  

 

According to Barber (2016) there are different stereotypes about men concerning their fashion 

and consumption behaviour. One stereotype is the metrosexual man, described as conscious 

about his body and wearing particular clothes to imitate his masculine identity. Other 

stereotypes are retrosexual and übersexual men (Barber, 2016). Both stereotypes are considered 

as old-fashioned men, who decline to take care of themselves as metrosexual men and prefer 

rather casual clothing (Aaker and McLoughlin, 2010). The respondents seem not to be as 

conscious with their body and clothes to imitate their masculine identity, therefore they can 
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rather not be classified as metrosexual. Since the participants are all generally interested in 

fashion and to a certain point take care of themselves they also cannot specifically categorized 

into neither retro- nor into übersexual men. However, the classical stereotypes of men’s fashion 

and consumption was not reflected in this research. 

 

 

6.4 Discussion of Men’s vs Women’s Consumer Behaviour  
 

The Great Masculine Renunciation was the historical event influencing men to pay less 

attention to their appearance and clothing, which differentiated their way of dressing from 

women (McNeil and Karaminas, 2009; Shannon, 2006; Flügel, 1930). According to Underhill 

(1999) shopping is considered as a female activity which is in contrast to Otnes and Mcgrath 

(2001) who point out that shopping for fashion is no longer seen as a female. According to 

Smith (2016) there is a shift in men’s shopping behaviour, they shop more like women do. 

Anyhow, there are differences between men and women regarding their consuming behaviour. 

The participants in this research were asked about their thoughts concerning the differences 

between male and female shopping behaviour. The respondents think that men’s consuming 

behaviour is getting more similar to women’s consuming behaviour and men nowadays are 

more aware of what they wear. The participants believe that the main reason why men’s fashion 

consumption increases is that men’s fashion is increasingly present in the society. This is 

especially supported through social media. One reason for the different behaviour is, according 

to Jackson and Shaw (2009) that women are likely to spend more money on clothing than men. 

For the respondents in this study the main reason why men’s and women’s fashion consumption 

is not even is the price difference between menswear and womenswear. The participants feel 

that similar items of clothing are more expensive for men. 
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7. Conclusion 

 

The purpose of this thesis is to find out what is important to Swedish men of the Generation Y 

when they consume fashion. Further, it is investigated what men want to express through their 

choice of clothing and additionally, the influences on their consumption decisions are 

interrogated. Finally, it was examined why men think that they consume fashion in a different 

way than women.  

To answer the research question: What is important for Swedish men of the Generation Y when 

consuming fashion? There were posed three different sub-question to examine the research 

question from different angles.  

To conclude, it was found out that there are different points which are important for men of the 

Generation Y when consuming fashion. These points are answered through the three sub-

questions of this study. To answer the first sub-question: What do Swedish men want to express 

through their clothing? It was found out, that Swedish men want to show who they are as a 

person through their clothes. The main objective for them is to feel like themselves in their 

choice of clothing and reflect that to their surroundings. Anyhow, this can also be in a way that 

men try to mirror through their clothing who they want to be and how they want to be seen by 

others. 

The second sub-question asks: What influences men concerning their consumption decisions? 

The main influences for men in their consumption decisions is a combination of fit, price and 

quality. Even though the price is not the main factor, there is price range for clothing in which 

they are willing to spend on clothing. Further, they try to find a balance between spending 

money on clothing and other products. An influence on their consumption has the inspiration 

they gain from other people on the streets. Further, a certain influence are their friends and 

partners since they take advice from them when making purchasing decisions. Another 

important influence for Swedish men is the society. Swedish men feel that there is a social and 

historical pressure in the Swedish society to fit in. They point out that the well-dressed society 

affects their way of fashion consumption in a way that they consume clothing which is proper 

for this society. 

The third sub-questions examines: Why do men think that they consume fashion differently 

compared to women? The men in this research think that the consumption of menswear is 

increased, however, they point out that there are differences in fashion consumption between 

men and women. They believe that the increase of men's fashion consumption has one main 

reason, which is that men are more aware about their appearance in way how they look and 

dress, since fashion is present everywhere. The main factor leading to the existing differences 

between the fashion consumption of men and women is the gap between prices for menswear 

and womenswear. The respondents think that the higher prices of men’s clothing hinders men 

to consume more. Additionally, the participants believe that women are under a higher pressure 

to consume and be in fashion. 
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7.1 Contribution 

 
The findings of this study contribute knowledge in terms of what is important for Swedish men 

of the Generation Y when consuming fashion. It was found out that men want to show who 

they are through their choice of clothing. This finding might help to improve the guidance in 

menswear stores physical as well as online to help men to find clothing which better fits their 

own style and preferences. Further, it was found out that Swedish men of the Generation Y 

value a combination of fit, price and quality when consuming clothes. This could be interesting 

for menswear companies to more specifically target their customer. Lastly, the results show that 

men think that the prices for menswear are higher compared to women’s. This could be a base 

for companies to rethink their pricing strategies concerning price differences between men- and 

womenswear by adjusting the prices. Overall, the contribution of this thesis could be interesting 

for menswear companies to gain further knowledge about men’s needs in their clothing choices 

and their consuming behaviour. 

 

7.2 Limitations and Further research 
 
This thesis provides an in-depth understanding of how Swedish men of the Generation Y 

consume fashion, which has conducted through a qualitative research method by using semi-

structured interviews for collecting empirical data. Increasing the number of participants in the 

future research might give more diversified data to be able to understand Swedish men’s 

consumption of fashion in a broader sense. Also, a change of the method for collecting empirical 

data might give different understanding of men’s consuming behaviour. For example, 

observations of men while they are consuming fashion might give more real-life understanding 

of their shopping habits, not just focusing on their words but more on their actual behaviour.  

Additionally, not all personal information asked from the respondents could be linked to the 

results. For example the education level and type seems not to have an influence on their 

consuming behaviour. Further research could try to find patterns between personal information 

of men and link it to their consumption behaviour which might enable to segment consumers 

more accurately. Furthermore, the findings of this thesis reveal a growing interest in online 

shopping practices among men. The majority of the respondents uses mostly online stores to 

purchase clothing. The main reason for that, based on the interviewees is convenience and also, 

a larger choices of different brands and items. The research purpose for this study was not to 

investigate online shopping behaviour of men, therefore further research on the online 

consumption behaviour of men would be would be needed to be able to analyze it and draw 

conclusions on their online shopping behaviour. 
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IX 

 

Appendix 
 
Interview Questions  

 

Introduction 

The interview is conducted for our master thesis about men’s consuming behaviour. We find it 

interesting to get a closer look how men choose their everyday clothes, where they get 

inspiration, how they purchase items and which attributes are important in the purchasing 

process. Your answers will be anonymous in this study. We will make up a fictive name for 

you, but might use the age, occupation, relationship status to be able to compare and analyse 

the results with other respondents. So, there are no wrong answers, the point is just to get to 

know about you as a person who consumes fashion and how you are doing it. Also, the interview 

will be recorded in order to be able to transcribe it and compare the information with other 

participants. 

 

Personal questions 

Can you just tell us briefly about yourself.... How old are you? What is your relationship status? 

Where do you come from? What is your education level? What did you study in 

bachelor/master? Where do you work and what is your position? What are you usually doing 

in your free time? Do you have any hobbies? 

 

About his fashion/style  

Can you describe your outfit that you are wearing today? 

What made you to choose these clothes? 

How in general do you decide clothes when leaving home?  

 

When you are usually picking an outfit in the morning or before going to somewhere is there 

something particular based on what you make your decision? (Based on the weather, occasion, 

comfort, mood?) 

 

Do you have some favorite items in your closet which are always like a safe choice to wear? 

What makes these items special? Have you had them for a long time? Where did you buy them?  

 

Do you have some specific clothes you usually buy or always need to have in your closet? Why 

do you think so or why do you always buy it? Are you buying it from some specific store? 

 

Do you think some specific clothes/styles suit you well/best? Do you feel more comfortable in 

this style or why do you think it’s a good style for you? 

 

Inspiration 

Usually when you decide to buy something new or get a desire to buy some specific item, then 

where do you get your inspiration and what influences you to buy it? (From the streets, 

TV/magazines, social media, friends, role models or just a need) 

 

Do you have any role models? (Artists, friends, family, politicians, celebrities etc.) 

Are you following or reading some fashion magazines or blogs? Are you following some 

bloggers or brands on Social Media? 

Do you sometimes get inspiration on the street as well? Like looking how other people are 

dressed and what they wear? 

 



 

X 

 

Are you sometimes just going to the store without any specific purpose to buy something but 

just more to get inspiration or check what is in fashion at the moment? 

 

Which men do you think look good, dress well etc.? Ideal men who they look up to regarding 

dresses?  

 

Purchasing 

Do you have any Favorite brands? Stores? What makes these brands/stores special? Do you 

buy some specific items from there? 

Do brands in matter? 

What do you think about Swedish brands? 

 

Do you have specific criteria when you buy clothes? Based on what do you make your decision 

to buy that item? (quality, material, fashionable, trendy, price, brand, unique/goes with 

everything) 

 

Are you mostly buying new clothes based on the need or desire? Where do you get the desire 

to buy something? When occurs the need to buy new items? 

 

Are you mostly shopping in the physical stores or online? Why? 

 

Do you remember when was your last purchase of clothes? Tell us about it…Let the person 

describe it. Where was it? When? Were you alone? (When with someone - did he/she influenced 

the purchase?) What did you buy? Did you know that you are going to buy it or was it more 

like a spontaneous purchase? Are you satisfied with the item? Are you wearing it a lot? 

 

What has been the most memorable purchase what you can remember? What made it 

memorable? Where and when was it? Were you alone? What did you buy? Do you still have 

that item? 

 

Fashion trends 

What do you think is in fashion now for men? 

 

What do you think means fashion? When you are thinking about fashion, what comes in your 

mind? 

Is fashion interesting to you? If yes, What makes fashion interesting? If no, why not? 

 

Do you think Swedish guys dress well? Do you think they follow the trends or trying to be 

fashionable or more just trying to look right and fit into the society?  

 

Do you think you have a specific style/taste? if yes, can you describe it?  

Do you follow or trying to follow fashion/fashion trends? If not consciously, do you think you 

are still doing that unconsciously being affected by surroundings and what everyone else is 

wearing? 

 

Do you consider yourself as a fashionable person or a person who has a good style and dresses 

well? 

 

Have you been afraid of being too fashionable or on the other hand being afraid of not having 

style? Why is it bad being too fashionable? Or why is it bad to not having style? 



 

XI 

 

Do you think guys are trying to be rather manly in the way they dress? Or maybe, even afraid 

of looking too feminine if they wear too trendy clothes or some specific color etc? 

 

Are you concerned picking the wrong style or afraid of being judged by your style? How? Why? 

 

Are there any other fashion trends/fashion styles you like but not specifically follow? Why are 

you not following them by yourself? 

 

Do you think in some occasions there are some unwritten rules how to dress? Could you think 

of any examples where you feel that you need to dress in a specific way? 

 

What do you think will change in the future for men’s fashion? Are you looking forward some 

changes?  

Do you think men need some change in their style?  

 

Clothes mirror the person 

Do you think your clothes say something about you? Or do you think clothes/style in general 

say something about the person?  

 

Do you think the way of clothing mirrors who the person is or you can kind of read his/hers 

lifestyle?  

Do you think your style mirrors who you are? Like your personality, occupation, interests, taste 

of music and movies etc. Or even do you think it mirrors who you would like to be in the future? 

Is it also possible to fake the personality and lifestyle through clothing? 

 

Fictive questions 

Let’s think about you as a fictive character now. If you would have limitless resources would 

you dress in the same way? Describe how you will dress and why. Why, can’t you dress like 

that now? 

 

Also, If no one would judge and there won’t be any rules, how would you dress? Why do you 

think you can’t dress like that now? 

 

Men vs women consuming behaviour 

In your opinion, do you even think that men and women consume fashion differently? In what 

way? Are you satisfied with that or would you like to have more freedom in shopping as well? 

 

 

Ending questions 

Final: Is there something we did not bring up about men’s fashion and consumption?  

What do you think is important describing men’s consuming behaviour?  

Is there anything else you want to add/say about the topic? 
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